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ABSTRACT 
AVIATION SAFETY AND SECURITY: A CALL FOR EDUCATING THE 
FLYING PUBLIC 
By 
Mariann Elizabeth Abbonizio, B.S. 
Embry Riddle Aeronautical University 
April 2003 
Chair: Dr. James Baker 
Aviation safety and security: A call for educating the flying public, is an 
account and testimonial to the problem of the lack of aviation safety and security 
knowledge by the flying public in the National Airspace System (NAS). It discusses 
the confusion over both new (post 9-11-01) and old (pre 9-11-01) security regulations 
as well as basic passenger safety recommendations and advice that could possibly 
save hundreds of lives. It will discuss the need for a public education campaign 
regarding aviation safety and security for the American flying public, and point to 
past public educational campaigns in different realms as evidence that such a 
campaign could possibly be successfiil in the United States aviation industry. The 
main question to be answered by this thesis is whether there is a need for education of 
the flying public concerning aviation safety and security and if so what is the best 
way to accomplish the education process. This document intends to show that there 
is indeed a lack of knowledge in the subject area among a percentage of the 
population. Over a two month period November 2002-January 2003, approximately 
174 passengers were surveyed using a 20 question questionnaire developed by the 
author and approved by the thesis committee at a total of 5 international airports in 
the U.S. As this was a pilot study in this area, much information was learned that 
would benefit future studies, and certain methodologies would indeed be changed for 
further studies on the topic. 
CHAPTER 1 
INTRODUCTION 
On September 11, 2001, the United State's aviation industry was surprised by four 
aircraft hijackings that resulted in the worst terrorist attack on our nation in its 
existence. Prior to this incident, aviation safety was a huge concern for many in the 
industry. On September 11th the concern also began to include security. Since that 
day, over a year and a half ago, much has been done to regain the security and safety 
once felt by the flying public. One issue that should be addressed in order to allow the 
flying public to do their part is the idea of a public service announcement campaign to 
educate travelers. In order for this type of proposal to be made, a literature review 
was conducted of past successful ad campaigns and the steps taken to achieve them. 
This review will be limited to several specific successful campaigns, primarily those 
sponsored by the Ad Council of America. The Ad Council campaigns range in topic, 
but all can be related to the idea of educating the public on some matter or another. 
In addition, since this campaign will address aviation industry issues, past references 
made to aviation industry campaigns will be cited. 
THESIS DESCRIPTION AND OBJECTIVES 
The purpose of this thesis is three-fold: 
• Determine through research and surveying that there is a need for a public 
service awareness campaign concerning aviation safety and security issues. 
Hypothesis question: Is there a need for such a campaign? 
• Determine what to contain in such a campaign. 
• Determine obstacles and steps involved in producing this type of campaign. 
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The objectives will be met by researching past campaigns and their designs, and 
surveying passengers at five airports across the country in a pilot study to determine 
what passengers know and don't know, as well regulations that they comply with and 
those that they don't. Results to the questions on the survey will be statistically 
analyzed and the process of producing a public awareness campaign regarding 
aviation safety and security issues will be discussed. 
LITERATURE SEARCH 
On initial researching of this topic, the ERAU library was used via the computer 
catalog of resources. In addition, topic areas were entered into internet search 
engines. The most valuable hit came back as the Ad Council's Public Service 
Announcement Research Library. While a few other articles where obtained through 
the internet or NTSB sources, the majority of the research was obtained from this 
online library. A documented list of sources can be found in the bibliography section 
of the thesis. 
FINDINGS 
Research was conducted on several of the Ad Council's most successful campaigns to 
show that, if implemented correctly, these types of campaigns can indeed produce 
positive results. 
Review of Public Awareness Campaigns 
The Ad Council's longest running campaign is Smokey Bear. His famous 
spoken line "Only You Can Prevent Forest Fires" was first introduced to the 
American public in 1944. The campaign's purpose was to help decrease the rate of 
accidental fires, that accounted for nine out often forest fires at the time, by 
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educating the public on forest fire prevention. Since the campaign's inception in 
1944, the number of acres lost annually has fallen from 22 million to 4 million. In 
2000, the slogan changed to "Only You Can Prevent Wildfires" in response to the 
massive outbreak of wildfires (Advertising Education Foundation, 2003). 
In 1980, the Ad Council, along with the National Citizen's Crime Prevention 
Campaign introduced McGruff, the Crime Dog. McGruff encourages Americans to 
"Take a Bite out of Crime." Ads feature McGruff giving safety tips and have been 
targeted towards adults, children and teens. The ads typically feature an 800 number 
that audiences can call to receive additional information and pamphlets for parents 
and children (National Citizens' Crime Prevention Campaign Public Service 
Advertising, 2003). Today, more than 93% of children recognize the lovable crime 
dog. In 1991, a study conducted to gauge the impact of the campaign by the 
University of Wisconsin on behalf of the U.S. Bureau of Justice found that 86% of 
the respondents paid attention to the ads, nearly one third said they had learned from 
them, and one fifth had taken specific action as a result of what they had learned (The 
Ad Council. Impact of Public Service Advertising Campaigns - National Crime 
Prevention Council, 2002)! 
"Friends Don't Let Friends Drive Drunk" was launched in 1983 in order to 
encourage responsibility and intervention of those partaking in alcohol consumption. 
Since 1983, more than 68% of Americans exposed to the ads have tried to prevent 
someone from driving drunk. According to the Ad Council of America, in 1998, the 
US experienced its lowest amount of alcohol related fatalities since the DOT began 
keeping records (The Ad Council: Campaigns That Have Made a Difference - Drunk 
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Driving Prevention, 2002). In 2000, the newest theme emerging centered on the 
forgotten victims of drinking and driving fatalities: friends and family members. The 
campaign entitled "Shattered Dreams" began in the fall of 2000 and ran until the 
winter of 2002 (National Highway Traffic Safety Administration Impaired Driving 
Program, 2001). 
"You Could Learn A Lot from a Dummy." In 1985, two characters were 
introduced to the American public to aid in the usage of seat belts across the nation. 
Larry and Vince, the crash test dummies, appeared on commercials all over America 
and their campaign is credited with increasing seat belt usage from 21% to 73%, an 
estimated 75,000 lives saved. The dummies were retired in 1999 when the "Buckle 
Up Always" campaign was started which features commercials that shock the viewer 
with a devastating crash at the end of a commercial that appears to be for something 
entirely different (The Ad Council: Campaigns That Have Made a Difference - Seat 
Belt Education, 2002). 
In 1994, a campaign was initiated to draw attention to the growing cases of 
relationship violence throughout the nation. The ads focused on emphasizing that 
domestic violence involves all of us, and to please intervene if you know someone 
involved in an abusive relationship. During the first year of the campaign, over 
34,000 calls were made to the Family Violence Prevention hotline, whose number 
was featured on the ads. The ads continue to help raise awareness about this issue 
(The Ad Council: Campaigns That Have Made a Difference - Domestic Violence, 
2002). 
5 
For a one-year period, from July 1989 through July 1990, the Advertising 
Research Foundation conducted a study for the Ad Council called "Inspiring Action 
and Saving Lives." The study focused on educating the public about the dangers of 
colon cancer. It was conducted in four major cities in three waves with dramatic 
results. After the first 6 months, awareness of the threat of colon cancer rose from 
11% to 29% and then to 40% after a year. The number of men at the end of the one 
year period who spoke to their doctors about colon cancer increased by 43%. The 
number of men who took action according to the study increased significantly by 
114% (The Ad Council: Impact of Public Service Advertising Campaigns - Colon 
Cancer, 2002)! 
Most recently, on February 19, 2003 in response to terror threat levels, U.S. 
Homeland Security Director, Tom Ridge unveiled the "Ready Campaign," a public 
awareness campaign directed at Americans with the message to prepare for possible 
terrorist attacks. The Ad Council in conjunction with Homeland Security has issued 
six television ads with the theme "Ready" advising Americans to prepare a home 
emergency kit and offering an 800 number and website address to find out more 
information on how to better prepare themselves (Teinowitz, 2003). 
Review of Aviation Campaigns/Suggested Campaigns 
In 1996 at Reagan National Airport in suburban Virginia, the FAA and officials from 
several transportation and child awareness groups unveiled a public awareness 
campaign designed to educate airline passengers to avoid injury caused by turbulence. 
The campaign, "Turbulence Happens", was launched to raise public awareness to 
turbulence, the leading cause of injuries in survivable accidents (Columbian, 1996). 
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Currently no numbers have been cited on the FAA's website to show whether the 
campaign has been successful in decreasing the number of injuries. 
Hitting more closely to home, or to this thesis topic, was the statement made by the 
Airline Pilots Association (ALPA) President, Captain Duane Woerth, before the U.S. 
Senate Committee on Commerce, Science and Transportation shortly after the 
devastating September 11th terrorist attacks on our country. Captain Woerth 
advocated a public awareness campaign to educate the flying public on security issues 
stating that "A better informed public could serve as additional eyes and ears for 
security, assist crewmembers as appropriate and deter disruptive behavior." Captain 
Woerth temporarily labeled this campaign "Security is Everybody's Business (PR 
Newswire, 2001)." Upon reading about Captain Woerth's statement and realizing its 
similarity to my thesis idea of an aviation safety and security public awareness 
campaign, I tried several times via e-mail and phone to contact Captain Woerth. I 
finally was able to receive some information concerning the project via Captain John 
O'Brien, Director of Engineering and Air Safety at ALP A. I was sent two pamphlets 
and was told by Mr. O'Brien's office coordinator that the original idea "AirMcGruff' 
was rejected and the "America Flies" pamphlet was accepted. However, around the 
same time that this information was sent to me (11-20-02), the following press release 
came out announcing an ALPA-TSA partnership on a public awareness campaign 
called "Prepare for Takeoff." 
WASHINGTON, Nov. 13 /PRNewswire/ - The Air Line Pilots Association, International, 
today announced its participation in "Prepare for Takeoff," the Transportation Security 
Administration's (TS A) new passenger awareness campaign to inform travelers about new security 
measures at the nation's 
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airports. The campaign promotes a "checklist" approach to preparations and procedures that will help 
passengers prepare for travel before they go to the airport and assist them once they arrive. 
Although this idea is a very good one, I have not heard anything more about 
the campaign. It is hard to see any real difference from the checklist of prohibited 
items that "Prepare for Takeoff' has on the TSA website, as compared to the same 
type of checklist that used to be on the FAA's website and was then moved to TSA's 
site. The public can only be educated once they know to go to the site. If the public 
is not advised as to the existence of the site, this is not easily accomplished, and 
herein lies the problem. Perhaps a media ad campaign via television or closed circuit 
television at airports informing the public of the site is necessary. 
In proceedings from the Flight Safety Foundation's International Aircraft 
Occupant Safety Conference and Workshop in Arlington, Virginia in 1988, Joellen 
Thompson and Nancy Gilmer spoke on behalf of the Coalition of Flight Attendant 
Unions on the topic of Passenger Education-The Right to Know. In their summary 
and recommendations portion of their speech, one of the bulleted recommendations 
is: "That the air carriers utilize all means to educate the traveling public: in flight 
magazines, departure area videos, public service announcements, travel agent 
brochures, ticket jacket inserts, industry periodicals, and the media (FSF SD-A214-
452)." Today, some of those methods are in use such as certain airlines flight 
magazines, ticket jacket inserts, and industry periodicals. However, there is very little 
use of a media that is abundant at most large airports, such as the CNN news station 
that is televised in airport gate areas. Recently, following the September 11th attacks, 
I saw one announcement concerning safety and security issues at Atlanta-Hartsfield 
airport, yet never have I seen it again in my travels. As far as ticket jackets are 
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concerned, most tickets purchased today are e-tickets and don't allow for the 
passenger to read the jacket inserts. Again, without knowing that these advisories 
exist on the ticket jackets, most passengers don't know to look for them. The largest 
media is still not being utilized.. .television. 
Earlier in 1985, the NTSB put out a safety study focusing on Airline 
Passenger Safety Education: A Review of Methods Used to Present Safety 
Information. Mentioned in the document is this recommendation: "Lastly, the 
Department of Transportation, airlines, and the National Advertising Council could 
provide media public service announcements aimed at informing the public of 
airplane safety features (NTSB/SS-85/09)." Yet, still, almost twenty years after this 
recommendation was made, very little has been done to inform and educate the flying 
public. 
Articles Reviewed 
A public service announcement (PSA) is a short video/TV message that is 
aired to convey a message designed to educate or heighten awareness of a particular 
target audience. The messages generally run in 10, 30 or 60 second spots (DMS, 
2002). 
Research on this topic area has been conducted for many years and evidence 
to support the claim that these campaigns can and have been successful is abundant. 
Mass media campaigns have been featured for the past six decades. The original idea 
of using media campaigns to educate the public initially came into being during the 
World War II effort with one of the first campaigns "Loose Lips, Sink Ships" to 
inform the American public to be discreet in discussing war issues in order to not 
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inform the enemy. The War Advertising Council was developed in 1942 and is now 
known simply as the Ad Council (Finnegan, 2001). 
The ongoing question of most skeptics is, do PSAs really work? There is 
much debate on this topic. However, to answer a question like this, the campaign 
must be tracked during the process as well as after the process using a highly reliable 
method, which in most cases is very difficult. In addition, the definition of success 
changes and is open to wide interpretation throughout the industry. Success can 
change based on the sponsors of the different ads. For example, success for one 
campaign may be maintaining the status quo where for another campaign it means 
increasing numbers of some kind. Complicating matters further when it comes to 
PSAs is that many PSAs are aired during donated television time, that is, whenever 
the broadcasting station has time. In many scenarios these ads are played during off 
peak hours from late evening to early morning when the audience they are trying to 
reach is not even tuned in. Today's campaigns also have to deal with the many 
sources of media distribution. When it comes to television, airing a PSA on all three 
major networks no longer ensures that the message will reach a majority of viewers. 
However, it can also be argued that this can benefit certain campaigns that have been 
able to very narrowly pinpoint their target audience and in turn may need to only air 
their announcements on specific stations (Atkin, C. and Schiller, L.). This brings up 
the notion that is being widely used of late in the PSA world. Many campaigns are 
now beginning to buy their own time on specified stations in order to better control 
placement of their PSAs and timing of those PSAs. Doing so, can greatly increase 
the success that the message will be heard and acted upon, but the downside remains 
10 
the high cost of such a method. However, in all actuality, these campaigns can no 
longer claim the title of "public service announcements" when air time has been 
purchased rather than donated (Saboja, 2003). 
Campaigns that feature 800 numbers or those that prompt the viewer into 
finding out more information on a topic via mail, website, books, etc., have seen rises 
in their phone line activity and spikes in their education/information numbers. For 
instance a teen alcoholism campaign drew more than 76,000 calls to their number, 
and in an American Red Cross campaign, 30,000 volunteers were recruited in one 
month (Greco, J.). 
Generally, campaigns in which the audience feels that the benefits are great 
and that little is required of them in terms of sacrifice, do much better. Campaigns 
that encourage people to buckle up, and campaigns such as one in West Virginia that 
encouraged people to drink low fat milk, usually see higher success rates. Another 
path that is successful is a campaign geared toward an audience, already doing what 
is being asked by the campaign to continue on that path.. .positive reinforcement if 
you will. In campaigns that use fear arousal or tactics, success is usually based on 
whether or not the viewer feels that the campaign has not just scared them about a 
topic, but gives them ways in which they can play a part to prevent the negative 
consequence. As many in the industry have argued, successful campaigns are those 
that bombard the audience, not with information, but with repetitiveness. PSAs that 
are aired the most, in turn, have the best success rate. It has been stated that 
audiences need to hear a message between 8 and 11 times for the message to ever 
even be remembered or make any sense (Atkin, C. and Schiller, L.). Not only can 
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this reinforcement be done through television, but the message can be channeled 
through all different types of media that are available today, such as print, radio, 
internet, billboards, pamphlets/brochures, etc. "A PSA campaign created for 
television can be translated to radio with minimal tweaking. Normally, you can use 
the same script and get a voice over and it's done" says Annette Minkalis, a senior 
vice president of WestGlen Communications, a distributor of public service 
announcements and video news releases (Finnegan, 2001). 
Recently some methods of placing PSAs have been criticized. Critics believe 
that some networks are not adhering to the basic facts and definitions of what a PSA 
is and what it is meant to accomplish. The article, "Education Should be Sole 
Purpose of PSAs," by Ruth Wooden (2002), president of the Ad Council, New York 
describes three types of PSAs: 
• PSA created for non-profit organizations for the purpose of educating 
target audiences about specific important issues. Normally the media 
donates time for these campaigns (i.e. drunk driving campaigns). 
• Network promos that will air using one of the network's own stars 
educating about issues like drug abuse or domestic violence issues. 
These sometimes will offer 800 numbers or websites to find out more 
information on the topic. These are usually not non-profit 
organization spots and can sometimes be paid for by corporations. 
• Lastly, the campaigns that are created by corporations and sometimes 
referred to as cause-related marketing. Wooden uses the example of 
Anheuser-Busch's ads that promote responsible drinking. 
12 
In the article Wooden relays her concern about network promos and their 
possible disconnect to what PSAs are supposed to be according to the networks 
themselves. PSAs should be non-sectarian, non-commercial, and non-partisan. 
Wooden feels that by using network stars, the network is commercializing the 
campaign as well as limiting those who have access to it. Also a major concern for 
Wooden is that, in recent years the time donated to PSA spots during primetime has 
decreased in the past three years from 12 seconds to 5 seconds, while the network 
promotional spots has risen drastically to 12 minutes nightly. It seems that networks 
have lost sight of the original plan for PSAs. In stark contrast, the networks feel that 
this is just "sour grapes" on the part of the Ad Council, stating that celebrities from 
the networks add credibility and that it seems okay for the Ad Council to use 
celebrities in their ads, but when the networks do it they are in the wrong. All in all, 
the important issue here is whether or not networks are slowly breaking the social 
contract that was made over fifty years ago to provide free time for educational ads. 
It is important to realize that time matters when it comes to when ads are placed, and 
prime time ads have been recently on the decline. 
Research into the area of PSAs and educational media campaigns does indeed 
show that the success of these campaigns is usually overwhelmingly positive, but for 
the campaigns to be successful, several key components1 must be adhered to: 
• Whenever possible, join forces with allies or proponents of the 
message you are trying to get across. A larger company may help get 
1
 The sources that contributed to the 18 bulleted points listed in this section can be found in the 
bibliography section of the thesis each denoted by a * at the start of their documentation. 
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the message out or have more resources to aid in a campaign than a 
smaller company who has developed the idea, yet can not reach quite 
the same amount of people in the audience. 
• Early planning is a must for a successful media campaign. The 
resources, money raising and designing of such a project take time. 
The workload can be great and should be spread out every time in 
order to make sure mistakes are notices and fixed along the way 
instead of after the campaign is rapidly put in place. Develop a 
timeline and milestones to keep the campaign running smoothly on 
track. 
• Consider your message carefully and research the topic. Find out what 
if anything, has been done in the past concerning it and look to other 
similar campaigns for tips. You want to be accurate and you want 
your audience to feel that the message has integrity. 
• Consider your target audience and research them, find out who they 
are, male, female, age etc. Concentrate on finding out only facts that 
might play a role in getting your message across. 
• Grab their attention and make sure to have a tag line. Ad times usually 
last only up to 60 seconds on the high end and as low as 10 seconds on 
14 
the low end. Make sure you do not bore your audience and that they 
can remember what it is you are trying to get across to them 
• Get your audience to act and make sure you have a way for them to 
participate. If you are advising them on the effects of marijuana usage, 
make sure you can tell them how to find out more information or what 
they can do to participate. 
• Use different media to reinforce your message if at all possible. Today 
there are many different sources of media, from periodicals to the 
internet to billboards to posters and brochures etc. Although it is 
expensive to use TV ads, follow up on these by using other sources of 
media that can reinforce while attracting audiences from other venues. 
• Maximize your coverage. Not all PSAs will be successful in the first 
months of airing. Continuous coverage of the topic area is necessary 
for continued success of a campaign. For example, the McGruff 
campaign has been around since 1979 and is widely recognizable and 
successful. The United Negro College Fund has had a 20-year 
increase of more than 800%, but is rarely front-page news. However, 
its persistence has paid off greatly (Wooden, 2003). 
• Use a toll-free number for the public to call in and find out more 
information, as well as websites that offer more information on the 
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topic area. This will offer audiences a feeling that there is something 
that they can do and helps them act on the information you have 
relayed. Toll-free numbers and websites are also helpful ways to track 
the successfulness of the campaign, especially if that is what you are 
trying to educate the audience about. For example, a teen alcoholism 
campaign drew more than 76,000 calls to their number (Greco, J.). 
• If you are using a negative appeal or fear-arousing appeal, be sure to 
show what can be done in order to prevent these consequences. 
Successful campaigns show how the audience can act to make a 
change instead of turning the audience, as well as the networks playing 
the add, off through graphic or scary evidence relating to the topic. 
• If you are using a spokesperson, choose the messenger wisely. 
Celebrity spokespersons can be used in a campaign either positively or 
negatively. For example, you don't want to be faced with the fact that 
you chose a celebrity spokesperson who is now on trial for shoplifting. 
Credibility is also important. Most audiences do not want to hear a 
spokesperson talk who has absolutely no ties to the theme being 
discussed. 
• Frequency of a message can not be overemphasized. As stated earlier, 
it takes most people 8 to 11 times of hearing a message to get the 
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educational purpose behind it. Exposure is extremely important in 
getting the message out and keeping the audience informed, as well as 
relaying the significance of the message. Use of the same tag line 
(Friends Don't Let Friends Drive Drunk) or mascot (McGruff the 
Crime Dog) is a good way to assure consistency and continuity. 
• Simplicity of the message is key. Do not try to overwhelm the 
audience with information, rather put out the importance of the topic 
and follow up with a place where more information can be obtained. 
Do not clutter or cloud the message. Be sure to test a focus group 
prior to releasing the message to make sure they know and understand 
what is being presented. 
• Relevance and timing of the subject matter is vital to its success. 
Don't just put a PSA out because it is finished. Make sure the timing 
of the campaign being released is relevant. For example, forest fire 
prevention PSAs released during an area's rainy season may not be the 
best method as compared to releasing it during National Fire 
Prevention month, etc. 
• Constant evaluation of a PSA campaign is a must. Evaluate the 
campaign through its entire lifecycle to see where improvements are 
needed or to be aware when the campaign slipped off track, if it does. 
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If you wait until the end of the campaign to evaluate it, you will not be 
provided with enough or accurate evidence as to why it failed or 
succeeded. 
• Experience matters when it comes to producing a PSA or educational 
media campaign. Make sure to hire or go with an agency that has 
produced PSAs before and has had success in the area. 
• Cultural differences can be associated with the success of a PSA, and 
this research should be a part of looking at your audience. It is 
sometimes necessary to produce your PSA in different languages and 
if using a spokesperson on the message, to make he/she familiar to the 
community in which the ad is being run. Race can play a significant 
part in the success or failure of a PSA. 
• Have clear objectives, a strategy and a plan. Be able to know that you 
have the resources and funds available to produce a good PSA. As Joe 
Adams stated in "Why Public Advertising Doesn't Work," "if you 
can't afford to do it right, it's better not to do it at all." 
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Language Expectancy Theory (LET) 
LET centers around the different variables and expectations of people that 
interact when it comes to persuasive communications. It attempts to identify the 
reasoning behind the lack of persuasive effect or the enhancement of the effect by 
explaining how the language intensity combined with personal expectations play a 
vital role (Burgoon, Denning & Roberts, 2001). Burgoon and Siegal (2002) state 
that people generally develop certain expectations concerning the use of language and 
how it is used in attempts to persuade the public. If these expectations are violated, 
positively or negatively, the persuasion effect may either be inhibited or enhanced. 
People expect that the language used in an initial appeal will set the mark for the 
language used in a second appeal. It is when that language intensity is changed, 
either lower or higher, that a persuasion change may take effect. Changing the 
language style from appeal to appeal may greatly change the effect of the message. 
Burgoon and Chase (1973) submit that if a person is initially exposed to a message of 
high intensity language, the follow up message is expected to keep at least the same 
language intensity. However if the second message appears to use more moderate 
type intensity language, the speaker violates the expected behavior and may appear to 
sound more reasonable, therefore being more persuasive (see below). 
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LET. Predictions 
FIRST MESSAGE - HIGH INTENSITY; 
SECOND MESSAGE = MODERATE INTENSITY 
OUTCOME = MORE PERSUAUSIVE (expectancy violation) 
FIRST MESSAGE =LOW INTENSITY 
SECOND MESSAGE = MODERATE OR HIGH INTENSITY 
OUTCOME = MORE PERSUAUSIVE (expectancy violation) 
FIRST MESSAGE = MODERATE INTENSITY 
SECOND MESSAGE = MODERATE INTENSITY 
OUTCOME = LESS PERSUAUSIVE (no expectancy violation) 
Gender and LET 
4A whistling sailor, a crowing hen and a swearing woman ought all three go 
to hell together \ — American Proverb 
Although gender differences may seem to account for differences in language, 
Hannah and Murachver (1999) propose that any type of single factor explanation to 
language differences is far too simplistic. Types of explanations thus far in the 
research tend to point to differences in social power and/or status, stereotypic role 
expectations, and subcultural speech styles. The most linked explanation to language 
expectancy theory is that of stereotypic role expectation. Jennifer Coates (1986) 
discusses the taboos and vulgarities that are associated with the gender stereotypes 
found in society today as well as in the past. As seen in the writings of Shakespeare 
and in the tales of the middle ages, it was extremely unheard of for a woman to use 
obscenities and extremely improper of a gentlemen to use vulgarity in front of a 
woman. Burgoon et. al (1994) describe how gender differences play a part in LET by 
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citing the fact that society indeed has different expectations concerning the language 
of men and women. Whether or not admitted to or desirable, men have more freedom 
when it comes to the language that they use; hence, they have what is referred to as a 
higher bandwidth of language. Men have more choices of words and are not typically 
violating expectations if they should use aggressive or profane language. In turn, as 
mentioned earlier, women have never had that luxury. When a woman uses 
aggressive language, she risks her ability to positively persuade in that she may 
appear to be highly emotional, argumentative or uncooperative. Men, on the other 
hand, who use this language in persuasive communication, are often seen as in 
control and confident. Men are able to use aggressive language to their advantage 
where women can be stigmatized for it. Burgoon and Siegal (2002) reported on a test 
of the theory held that an interaction exists between the language intensity and sex of 
the communicator in an experiment concerning a required GPA of 3.5 to enter a 
university. Both male and female communicators were given the exact same message 
to relay, but with varying levels of language intensity. The results of the study 
proved that when a female speaker communicated the message using low intensity 
language, she was more successful than when using highly intensive language. In 
turn, the male communicator was more successful when he communicated the 
message using highly intensive language rather than lower intensive language. 
Researchers have argued that, over time, the differences in gender communication 
and the stereotypes associated with them may in fact be broken or play a lesser role as 
the communicator and listener develop a relationship (Crocker, Fiske, and Taylor, 
1984; Deaux and Lewis, 1984). 
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Fear Arousing Appeals and LET 
Some persuasive communication types use what have been called "fear 
appeals" that are designed to try and persuade the listeners that if they do not follow 
the intended message some type of harm or feared action will occur to them or 
someone close to them (Burgoon, et. al, 1994). These types of appeal evoke 
emotional rather than rational responses and have been studied for many years. 
Hoveland et al. (1912), reported on a study that evaluated fear appeals in a 
community situation during political campaigning. Leaflets were distributed in 
different sections of the same city urging citizens to vote for the socialist party. The 
first type of leaflet was an emotional leaflet that used highly intense language to build 
up fear concerning various threats (war, economic depression, etc.) and how the 
Socialist Party was able to positively handle them if they were to win. The second 
type leaflet represented the rational appeal that basically made statements about the 
Socialist party and communicated the message that, if the voter agreed with these 
programmatic statements, then they should vote for the Socialists. The outcome was 
based on analyzing the party vote in terms of percent increase over the vote received 
the preceding year. All in all, the entire vote was increased, but those that received 
the emotional or fear appeal leaflets accounted for 50% of the increase, 35% was 
accounted for by the rational vote, and 24% was attributed to the control group that 
was established in the study. Although evidence has shown that fear appeals work, 
there always has been and still is today argument on just how useful these types of 
appeals are. However, if only in some of the minutest forms, many types of 
persuasive communication rely on them. 
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Sun Safety Campaign 
One of the most talked about implications of LET comes from a study 
conducted in Arizona called the Family Sun Safety Project. Burgoon, et al. (1998) 
described the purpose of this project as one that was aimed at increasing solar 
protection in families with young children. The recruits for this project came from an 
area in southern Arizona that is well known for having the highest rates of skin cancer 
in the United States. Eight hundred families from seven public elementary schools 
and a clinic-based pediatric practice were used as the sample in the project. The study 
was conducted over a one-year period. Although the study had several goals and 
predictions, those from the project that are valuable to this discussion on LET 
centered around two things. The first hypothesis was that messages that contained 
higher intensity language would be more successful than those messages that relied 
on lower intensity language. The second hypothesis concerned what has been 
referred to earlier in this paper as "bandwidth." Pediatricians and school officials 
were the message communicators in this study and were seen as having a higher 
bandwidth. Thus, it was theorized that they would be perceived as being more 
credible, aiding in the persuasive effect. Letters, brochures, and safety tip cards were 
mailed throughout the year-long study to parents, with some using high intensity 
language and others using lower intensity language. Below are a few sample 
statements using the different language styles (high vs. low intensity language). 
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HIGH INTENSITY LANGUAGE 
Skin cancer is a grotesque growth of skin cells. 
Treatment of skin cancer involves cutting or burning tumors from he skin. 
Tragically, about 7,200 Americans will die from melanoma, a very serious 
type of skin cancer, this year alone. 
LOW INTENSITY LANGUAGE 
Skin cancer is an unusual growth of skin cells. 
Treatment of skin cancer involves removing tumors from the skin. 
Sadly, about 7,200 Americans will die from melanoma, a very serious type 
of skin cancer, this year alone. 
Results from the study indicated that parents who received messages using the higher 
intensity language were more compliant with the messages than those who received 
the lower intensity messages. Results showed that parents limited their children's 
mid-day exposure to the sun, applied sunscreen, and dressed their children in more 
sun protective clothing. 
Burgoon and Siegel (2002) discuss how LET can be used to explain why a PSA on 
drug use and abuse may not have been as successful as it could have been. The PSA 
shows a girl explaining what happens to a person's brain after snorting heroin. The 
girls smashes an egg with a pan and continues by saying how the effects aren't over 
yet and demonstrates what happens to a person's family, friends, money, job and self-
respect by continuously smashing the pan against appliances and dishes.... she 
finishes by asking "any questions?" As stated earlier, females aren't afforded the 
luxury of using high intensity language and being successfully persuasive. In 
addition, the girl may not reach as large an audience because she may not be 
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considered very credible to the target audience. It is just possible that perhaps, by 
negatively violating expectations, the message was not a total success. 
STATEMENT OF PROBLEM 
After September 11, 2001 many individuals across the United States and 
abroad were scared away from the National Airspace System and flying. To many in 
the aviation industry, 9-11 was not a shock, but a bit of a wake up call. For years it 
has been known throughout the industry that passenger knowledge of the industry is 
significantly low. The average flying passenger does not know who is in charge of 
aviation safety and security or whom they would contact in case of a concern. Many 
passengers would be sorely lacking in their response and egress procedures if they 
were placed in an emergency situation of an aircraft incident or accident. Some may 
consider this naivety on the part of Americans, but others such as myself see it as an 
industry problem that has always existed and will not be resolved unless the public is 
educated on certain aviation issues. Most passengers do not pay attention during 
flight attendant briefings and flight attendants have become waiter/waitresses in the 
sky rather than safety professionals. After the devastation of 9-11 and the new threat 
of terrorism it is even more important that we educate the flying public so that they 
are familiar with who they need to talk to in case of a security/safety violation, how 
they should respond to specific threats, and why the rules and regulations of the 
industry exist. Even today, people are still not familiar with what items are prohibited 
on aircraft, who is in charge of security, and what role they must play in securing our 
airways. Below is a graph taken from the Transportation Security Administration's 
(TSA) website showing just how many items are still being confiscated on a daily 
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basis, items that passengers are still trying to carry on board aircraft with them despite 
the regulations against them. A campaign needs to be developed to address these 
problems and educate passengers of commercial aircraft. 
Total Items 
3,030,863 
February - September 2002 
8t 3 Firearms -2,215,316 Other 
U 
-783,670 Knives * 31,064 Boxcutters 
Figure 1. Items Confiscated From Passengers. February to September 2002 
CHAPTER n 
METHODS 
After reviewing the research, speaking to a few prominent aviation reporters, 
and using my personal knowledge of the industry, I set out on compiling a 
questionnaire that would be distributed to passengers at five international airports 
across the country. The questionnaire consisted of 20 questions addressing issues in 
aviation from safety to security. The questionnaire was looked over by members of 
my thesis committee, and wording concerning some of the questions was revised, but 
no question content was changed. The questionnaire was used following an in vain 
attempt to find previous quantitative research on what passengers knew or complied 
with and what they didn't. It was decided, since it appeared that nobody before had 
collected actual data concerning these issues, a pilot study would have to be 
conducted as part of this thesis. 
Phone calls were made to each of the following airports to find out who the necessary 
points of contact would be to request permission (and receive it) to survey at the 
airports or if permission was even required: Daytona Beach International Airport, 
Phoenix Sky Harbor Airport, El Paso International Airport, and Atlantic City 
International Airport. Approximately 16 passengers were surveyed at Newark's 
Liberty International Airport without any permission from airport directors. 
MATERIALS NEEDED 
• Questionnaires (See appendix for questionnaire) 
• Pens 
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• Clipboards or hard surface to lean on 
PROCEDURES AT EACH AIRPORT 
Daytona Beach International Airport, 11-8-02 
Permission was received for the site visit from Steve Cooke. Mr. Cooke was very 
helpful and also gave me the name of Julio Rodrigues who I met at the airport the day 
I surveyed and who was also very helpful. On Friday, November 8, 2002, a friend 
and myself arrived at the airport at approximately 5:30 a.m. and were greeted by the 
on duty operations staff. We were very kindly set up with a table and chairs and 
placed in close proximity to the security checkpoints. We were told that we would 
not be allowed to survey in the gate areas where passengers awaited boarding calls. 
Passengers were approached before passing through security by myself and asked if 
they were flying that day or had flown recently. If the participant said yes they were 
kindly asked if they would be willing to help me with my master's thesis and take a 
short survey concerning aviation safety and security issues. At Daytona's airport, 
once a few people were at the table filling out questionnaires, more curious onlookers 
actually asked to take the questionnaires as well. This airport was very easy to 
conduct research at and we suspended questionnaire distribution at 59 passenger 
surveys. In addition 4 TSA security personal asked if they too could take the 
questionnaire or showed curiosity about the questionnaire and were given one to 
complete. The process lasted about 5 hours. For filling out the thesis each individual 
was offered an Embry Riddle/American flag lapel pin. Participants were also allowed 
to receive an answer sheet if they so desired. The only items required to fill out the 
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surveys were pens and the surveys themselves. Clipboards were also provided or 
participants were allowed to use the table if they desired. The materials needed were 
all supplied. Details concerning the results are listed in the results section. 
Phoenix-Sky Harbor International Airport 11-23-02 
On Saturday, November 23, 20021 arrived at Terminal 4 at the Phoenix Sky Harbor 
Airport at approximately 10:30 a.m. after receiving permission the night before from 
Julius Ellis and filling out paperwork earlier in the month. I stationed myself close to 
the information booth and began asking people with luggage if they were flying that 
day. If they said yes, they were kindly asked if they would be willing to help me with 
my master's thesis and take a short survey concerning aviation safety and security 
issues. It was much harder at Sky Harbor than it had been at Daytona to get people to 
agree to take the survey, and after collecting 40 questionnaires, I left the airport. This 
process lasted approximately 3 hours, but seemed much longer. I noticed right away 
a difference between the two airports surveyed up to this point (Daytona and 
Phoenix). I was not greeted by anyone from operations and was positive that I could 
have conducted the surveying with or without permission because I was not 
questioned by anyone. In addition, people at Phoenix seemed to be in a much greater 
rush and not nearly as approachable. 
El Paso International Airport 11-29-02 
After repeatedly trying to contact Liz Bellegarde, who I was advised by El Paso's 
airport staff was the person to receive permission from to survey there, I drove to El 
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Paso, Texas and arrived there two days before I was to survey. By shear coincidence 
a family member of mine ran into Ms. Bellegarde at the airport on November 26 2002 
and told her of the trouble I was having trying to reach her and Ms. Bellegarde called 
me that evening. She gave me permission the night before I was to survey. I arrived 
at the airport on November 28, 2002 at about 6:30 a.m. I was directed by Ms. 
Bellegarde to contact the operations on duty person upon arrival and was told that he 
would be expecting me. Although the on duty operation supervisor (Jerry Bettendorf) 
was unaware that I was to meet with him, he was extremely helpful when he arrived 
and I explained to him who I was, what I was doing, and that I had previously 
received permission from Ms. Bellegarde to survey there. Again, as I did in Daytona, 
I brought along an assistant. We were both allowed to survey in the passenger gate 
areas where passengers were awaiting to board their flights. We were both required, 
however, to first go through security checks and were escorted to the area by Mr. 
Bettendorf. Once in the gate areas we approached persons waiting to board and asked 
if they were flying that day. If they said yes, they were kindly asked if they would be 
willing to help me with my master's thesis and take a short survey concerning 
aviation safety and security issues. Since we were allowed to survey at the gate areas, 
people were happier to participate, most likely because they had time to kill while 
waiting for their flights to board. Southwest Airlines gate agents, who did inquire as 
to what we were doing, approached us. The gate agents looked over the 
questionnaires and added that they were happy to see that someone was researching 
the area and that they whole heartily backed the idea. After running out of 
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questionnaires at 53, we called operations to thank them and left the airport after 
approximately 3 hours. 
Atlantic City International Airport 1-03-03 
After receiving permission at approximately 1:00 p.m. from the airport personnel on 
the day that I had asked to survey, I arrived at about 1:45 p.m. at Atlantic City 
International Airport. I notified operations that I was at the airport and was told that I 
would only be able to survey in the check-in area of the airport. I had asked to be 
able to distribute questionnaires in the boarding areas, but was told that although there 
was a way for me to be able to do that, that the process was too long. I was very 
unsuccessful at this airport, as it is a small airport, and most flights had already 
departed earlier in the day. I was able to only accomplish ten questionnaires and was 
then told by operations personal that I would most likely not have any luck the rest of 
the day because most all the flights (except charters) were in the morning, and 
passengers had already checked in and were in the boarding/gate areas. People were 
approached while they were standing in line waiting to check in and most did not 
want to be bothered with taking the survey as they were trying to get themselves 
ready to check in. The check in area was very small and things at the airport seemed 
very hectic. After only about an hour and a hal£ I resigned myself to the fact that I 
had most likely gotten all the participants I was going to get and left the airport 
unhappy with the results I had received there. 
31 
Newark-Liberty International Airport 1-05-03 
After my bad experience at Atlantic City Airport, I decided to add one more airport to 
my list that I originally hadn't planned on surveying. Also, I decided that since I had 
a return ticket out of Newark's Liberty International Airport, I would forego asking 
permission from the airport and simply distribute questionnaires in the gate areas 
once I passed through security myself I arrived about four hours before my flight 
was to depart and distributed questionnaires to passengers waiting for flights in their 
respective boarding areas. Again, because people had time to fill out the surveys this 
went quite well. I was able to collect about 16 surveys at the airport before heading 
to my gate to wait for my flight to board. 
CHAPTER m 
RESULTS 
DESCRIPTIVE STATISTICS2 
Descriptive statistics are basic statistics used to describe the collected data. 
Ql. Zip Code 
This question was actually inserted for two reasons. The first reason was because at 
the first airport surveyed, Daytona Beach International, we were asked to put the 
question in as a favor to Mr. Steve Cook. The other reason is because it may be of 
interest further down the road to see the area in which those sampled originate from. 
It also aided in identification purposes. 
Q2. Are you traveling on business or pleasure today? 
The responses to question 2, the question asking whether the participants were 
traveling for business or pleasure showed that I most encountered those that were 
traveling for pleasure. This didn't come as a huge surprise mainly because most of 
the surveying done at the airports was on the weekends. The only airports that were 
surveyed during the weekdays were El Paso and Atlantic City. El Paso airport was 
surveyed the day following Thanksgiving which could be an explanation as to why 
most people encountered were "pleasure" travelers. Atlantic City airport only leant 
itself to 10 participants and all answered that they were traveling on pleasure that day. 
Approximately 67% of those surveyed were flying for pleasure, 29.1% answered 
business, 1.1% answered both and 2.7% weren't sure about the question. 
2
 Please note: Pie charts were done on Microsoft Excel, and only done for specific questions to 
highlight the results. Excel also rounds the percentages so they may not match exactly to the text. 
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3. What do you actually do during the passenger briefing prior to takeoff? 
Question 3 dealt with finding out whether most people listened, paid attention, and 
learned safety features during the flight attendants before takeoff briefing. I think 
many of us have witnessed the lack of attention paid to these announcements. As Mr 
Dave Robertson, Director of Flight Safety, at Spirit Airlines told me "I have 
personally observed a flight attendant attempt to see if anyone was listening to an 
announcement. She babbled in part English, part Jabberwocky for a few minutes. 
20% of the people noticed." 
The question was asked: What do you actually do during the passenger briefing prior 
to takeoff? This is an important question relating to safety because it is vital that 
people know what to do in case of an emergency on board an aircraft and it is at this 
time that this is explained to them. It can, however be debated as to whether most 
safety professionals find the messages relayed by the flight attendants vital 
information. Results found that only about 2..?"f> of the sample polled actually noted 
that they checked exits and learned safety features Approximately 53.8% answered 
that they did something entirely other than listen. They noted that they do other 
things, some of the responses included, daydream, read, look out window, check-out 
the flight attendant. 17.6% of those polled answered that although they may listen, 
they do it while doing other things (read, get settled), some noted that they listened 
only out of courtesy to the person speaking. 22.5% of the people questioned did 
sound as if they listened closely to the instructions given. Of the 182 people 
questioned, only a small percentage, 2.7% did not answer the question and even 
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smaller percentage 1.6% misunderstood the question, giving answers such as smoke, 
and shop in the stores. 
2%n 
2%-, 
3%-A 
17% / \ 1 
Q3 
I / H54% 
22%\. J Jp 
H answered something other than 
listen (crossword, daydream, read, 
look out window, check out f/a, | 
observe others) 
D sounded as if they actually paid 
attention 
Dwatched, listened, or payed attention 
while doing something else (read, 
laugh, get settled, make fun of f/a) 
D didn't answer 
• noted that they checked exits or 
learned safety features 
Figure 2. Responses to Question Three 
4. Do you normally observe where the two closest exits are located on the aircraft 
before you take off? 
Question 4 took question 3 a little further by asking if passengers observe where the 
two closest exits are in the aircraft when they fly. This question was asked mainly to 
see if this part of the flight attendants briefing is useful to the passengers. Most of us 
can recall this part of the announcement when the flight attendants ask us to realize 
that our closest exits may be behind us. To my surprise those questioned had the 
following responses: 79.7% answered yes, while only 20.3% responded no. 
35 
5. Do you familiarize yourself with how to open the ftvo closest exits to you each 
time you board an aircraft? 
Question 5 then took question 4 a little further by asking passengers if they then 
familiarize themselves with how to open the two closest exits. A little closer to what 
I hypothesized was revealed, although 1 was still quite surprised by the number who 
said yes. Approximately 61% answered no, and 38.5% answered yes, with .05% 
writing in a question mark next to the question. 
Q yes 
a no 
Ddo not know, wrote in "?" 
Figure 3. Responses to Question Five 
6. Are you aware of the reasons behind safety regulations that deal with: cell 
phone usage, the request for tray table & seats in their upright and locked 
positions, window shades open during certain portions of the flight? 
Question 6 was a three-part question that dealt with rules and regulations and 
instmctions given on-board aircraft. After analyzing the questions, it was determined 
that the question was poorly written in that it only offered the participant a yes-no 
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option. Indeed although the participants may have actually believed they knew the 
correct reason behind the rules and instructions that were discussed, there was no real 
proof that their reasoning was correct. Regardless of this fact, the following answers 
were given: 6a) cell phone usage - Yes 74.2%, No 25.8%. 6b) the request for tray 
table & seats in their upright and locked positions - Yes 84.1%, No 15.9%. 
6c)window-shades open during certain portions of the flight - Yes 38.5%, No 61%, 
wrote in a question mark 05%. 
The reason this three-part question was added to the survey is simple. As a 
passenger, I really feel that perhaps if people knew the reasons behind these requests, 
more people would be apt to comply with them. I personally believe in order to make 
people feel as if they are contributing to safety they should have an idea behind why 
these requests exist therefore helping to improve attitudes towards safety. However, 
by the looks of things, my hypothesis, that most people do not know the reasons 
behind these regulations and requests, was for the most part incorrect. Then again, it 
could be argued that although people believe they may know the reasons behind the 
request, in actuality what they think may be incorrect. In future studies this question 
would be changed to a fill-in response. 
7. What is the best method of wearing your seatbelt, where should it be? 
This question was determined to be a poorly written question and answers to the 
question were terribly hard to analyze because of the poor wording. The actual 
numbers and responses for the question can be seen in the appendix. The question 
was a fill-in that gave the participants an opportunity to write in the correct answer. 
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The answer that was decided on by aviation safety professionals and myself was one 
that mentioned wearing the belt low and tight over either the hip bone or the pelvic 
bone. Only about 16.5% gave an answer deemed as acceptable, mentioning an area 
tight across the hip area or pelvic area. The majority, 77.5% answered with what was 
deemed to be an incorrect response, such as lap, waist, abdomen, etc. Approximately, 
6% either did not know or did not answer the question. Although, as stated above 
only a very small percentage answered as to what was deemed correct for our 
purposes, the responses could not be scientifically deemed as correct or incorrect 
given that it is quite possible that what many are calling their laps for example could 
indeed be their hip bone or pelvic area, just as it might not be. For future studies it is 
recommended that a small diagram be pictured and participants be asked to highlight 
the correct area. 
8. Which of the following is the preferred method to communicate an aviation 
safety issue when you are not at the airport/in the airplane? 
Question 8 forward gets into the part of the questionnaire that deals with whether 
passengers flying are informed as to what current regulations are, who is in charge of 
safety and security, and where they would get information regarding specific issues. 
The answer that I was looking for, but was not expecting many people to get was the 
telephone hotline. There is a telephone number put out by the FAA for people to call 
in concerns, although, I don't believe most people realize this. Approximately 31.9% 
circled telephone as their only answer. The remaining 68.1% circled other responses. 
The descriptive statistics for this answer were tabulated in two ways since participants 
38 
could have circled more than one method. Both sets of response statistics can be seen 
in the appendix. It can be assumed then, that most people are unaware of the 
preferred method listed on the FAA's website as hypothesized. 
9. Which of the following is the preferred method to communicate an aviation 
security issue when you are not at the airport/in the airplane? 
Question 9 is basically the same question as question 8, but is re-worded to ask about 
security concerns. Again, the response I was looking for was telephone hotline. 
Approximately 38.5% answered telephone hotline as their only answer. The 
remaining 61.5% circled other responses. The descriptive statistics for this answer 
were tabulated in two ways since participants could have circled more than one 
method. Both sets of response statistics can be seen in the appendix. It can be 
assumed then, that most people are unaware of the preferred method listed on the 
TSA's website as hypothesized. 
10. Which of the following item(s) is/are presently prohibited on aircraft? 
As mentioned in the problem statement in the beginning of this thesis, there are still 
high numbers of articles being confiscated at airport security checkpoints through out 
the country. This could be because of two reasons, one people are still sadly unaware 
of what items are allowed on board aircraft in carry-on luggage and what items are 
not, or they are very aware and still try to smuggle these items through. Question 10 
was asked to see just how many people knew what items are currently not allowed on 
board in carry on luggage. The question listed out several items and asked 
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participants to circle the forbidden items. It came as no surprise that only 4.9% of 
those polled answered correctly. Most of those questioned, 68.1%, answered that all 
items were prohibited, others answered in various combinations, but only the 4.9% 
answered correctly. Of the five items listed, metal fingernail clippers with nail file, 
corkscrew, mace, pocketknife, and manicure scissors, the items prohibited at the time 
of the questioning were mace, knife, and manicure scissors. The descriptive statistics 
for this answer were tabulated in two ways since participants could have circled more 
than one method. Both sets of response statistics can be seen in the appendix. It 
should be noted that a week prior to the first airport surveyed I downloaded the latest 
prohibited items list from the FAA's website. On that list, corkscrews were listed as 
prohibited, only a week later they were removed from the prohibited list. Even I was 
unaware of this until speaking with TSA members at the Daytona Beach airport! So, 
it may be that most of the traveling public is unaware of exactly what is or is not 
prohibited, but it does raise the question, if the majority of people believe all the 
items listed are prohibited, why then are they still trying to bring them through 
checkpoints? 
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Figure 4. Responses to Question Ten 
11. Which of the following websites could you go to find out if there are travel 
advisories out for a destination you are planning to visit? 
Question 11 focused on whether or not people knew where to look to see if travel 
advisories were posted for their travel destinations. The correct answer that I was 
looking for, but hypothesized that most people would not get correct was the State 
Department. The great majority of people questioned, 42.9%, answered that they did 
not know. Only 13.2% of the people polled responded correctly with the State 
Department. Other answers listing the FAA, 24.2%, TSA, 5.5%, FBI, 2.2%, DoD, 
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1.1%. The remaining percents were various combinations or those that did not 
answer the question. The descriptive statistics for this answer were tabulated in two 
ways since participants could have circled more than one method. Both sets of 
response statistics can be seen in the appendix. It is abundantly clear that people are 
ill-informed or not informed as to where to find out if there travel destination has an 
advisory out on it. 
11%-, 
1%-, 
2%- Ufjjj 5%
 /^iL 
24%\ 
13% 
Q11 
Si 44% 
^W:.y 
• did not know 
• State Department 
DFAA 
DTSA 
• FBI 
• DoD 
• other combinations or 
didn't know 
Figure 5. Responses to Question Eleven 
12. How early did you arrive prior to your flight today? 
This question was asked to see how early people are showing up for their flights and 
whether they are complying with the FAA's and the specific airports 
recommendations. 
There was no right or wrong answer to this question. The largest majority of those 
questioned, 27.5% arrived 2 hours prior to their flight. This was followed by 25.3% 
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who listed 1.5 hrs, followed by 22.5% that listed 1 hour. The remaining percentages 
ranged from 4 hrs to ten minutes!! 
13. How early does the FAA recommend that passengers show up at the airport 
for domestic travel? 
Again, this question was asked to determine whether people are aware of 
recommendations made by the FAA, airlines, and airports. I recently checked the 
FAA's website and was unable to find a recommended arrival time for departing 
flights, but am positive that the FAA at one time recommended arrival to be 2 hours 
for domestic flights and 3 hours for international flights. However since 9-11,1 have 
also heard recommendations from anywhere between 1-3 hours. Perhaps, not having 
this information readily available only brings home the point once again that the 
public is uninformed. Regardless of this, the following response were given: 67% 
answered 1-2 hours, 23.1% answered 2-3 hours, 7.1% answered 0-1 hours, 1.6% did 
not answer and 1.1% wrote in 2 hours. The majority of the sample knew to arrive 
anywhere between 1-3 hours prior to their destination. 
14, How many carry on bags will you attempt to carry on board today? 
Question 14 attempted to determine just how many people were following the TSA 
policy of carrying on one piece of luggage and one personal item. I suspected that 
most people knew the policy, but was curious to see if it was actually being complied 
with. 62.6% responded that they were attempting to carry 1 bag on board, 15.9% 
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answered 2 bags, 15.4% answered 0 bags, 4.9% did not answer the question and 1 1 % 
answered 3 bags. It seems clear that the overwhelming majority of the sample size is 
complying with the TSA carry-on luggage policy. 
15. Which of the following is the correct size limitation for carry on bags (the 
total of the height, width, and depth of the bag)? 
I truly believe, as a member of the flying public, that most people are unaware of the 
actual size limitations on carry on luggage. The correct answer to this question is 45 
linear inches. Only 3.8% responded correctly to this question. The majority, 59.3% 
did not know, approximately 22% responded 36 linear inches, 10.4% responded 42 
linear inches, 3.3% did not answer the question and 1.1% answered 52 linear inches. 
It can be stated then, that the majority of the sample size is unaware of the actual size 
limitations, however I would question whether or not a very long, but very thin carry 
on bag would be accepted even if it measured 45 linear inches, and that perhaps a 
better measurement variable could be determined. 
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Figure 6. Responses to Question Fifteen 
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16. What is the law governing body for aviation safety issues? 
As an aviation safety industry, everyone involved should be concerned with whether 
passengers are aware of who is in charge of safety issues. This is important so that 
passengers know whom to contact regarding safety, whether it be to voice their 
opinion or make a concern known. I was pretty sure that most people would 
recognize if given a choice of bodies who this would be, but wanted to put this 
question in to show that there is a clear distinction between the governing body for 
safety and the governing body for security (see question 17). As suspected the 
majority of those questioned, 818% circled the FAA only, 7.7% answered that they 
didn't know, 3.3% responded the TSA, and 2.2% circled the DoT. The remaining 
percentages circled various combinations of bodies or did not answer the question. 
The descriptive statistics for this answer were tabulated in two ways since participants 
could have circled more than one answer. Both sets of response statistics can be seen 
in the appendix. 
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Figure 7. Responses to Question Sixteen 
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17. What is the law governing body for aviation security issues? 
This question was again asked to show that there is a clear distinction between the 
governing body for security and the governing body for safety (see question 16). The 
TSA is a fairly new agency, but in the post 9-11 environment it should be an 
important mission to make their name well know in the industry to all, especially the 
flying public. It is vital that passengers who may be witnesses to security violations 
or who have security concerns know where to turn to communicate them, and can 
only do so if they know who to turn to. As hypothesized, only 21.4% of those 
questioned knew the correct answer was the TSA The majority, 40.6% responded 
the FAA, 20.9% admitted that they did not know, 6.6% thought the FBI was 
responsible, while 3.3% named the DoT. The remaining percentages circled various 
combinations of bodies or did not answer the question. The descriptive statistics for 
this answer were tabulated in two ways since participants could have circled more 
than one answer. Both sets of response statistics can be seen in the appendix. 
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Figure 8. Responses to Question Seventeen 
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18. In non-fatal accidents, what is the leading cause of injuries to passengers? 
All airlines today require seatbelt usage during the two most dangerous portions of 
flight, take-off and landing. However, most airlines today recommend that 
passengers wear their seatbelts during all phases of flight. This is because turbulence 
is the number one cause of injuries to passengers in non-fatal accidents. I believe that 
if passengers were educated more about turbulence and its consequences, a greater 
number of individuals would be more likely to buckle up. This same idea was 
addressed in public service announcements for automobile seatbelt usage with a 
resounding effect. I believe most people are not sure what the cause is for non-fatal 
accident injuries, and perhaps if they did know, they could then be better prepared. 
Results found that of the 182 people questioned, the majority, 35.2% responded that 
they did not know the answer, 29.7% correctly identified turbulence as the answer. 
Not far from turbulence was the answer loose baggage, identified by 22.5% of those 
questioned. Approximately 6% responded that medical issues were the answer, while 
2.7% answered alcohol. The food and beverage cart was blamed by only .55%, while 
another .55% did not answer the question 
19. Interfering with aircraft crew (flight attendants/pilots) can cause fines of how 
much per offense?. 
In William P. Schwab's Air Rage, Screaming for International Uniformity chapter, he 
notes that air rage is on the rise internationally. From 1996 air rage incidents have 
increased by 300-600%! More statistical proof backing up the claim that air rage has 
become a major concern in the industry can be found on the website dedicated to 
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controlling and containing these types of incidents, www.skyrage.org. This being 
said, this question was placed in the survey to determine whether passengers realize 
the consequences if they interfere with the aircraft crew. As suspected, 77.7% of 
those questioned responded that they did not know the fines per offense. 10.4% 
answered correctly with $25,000 + jail time, 9.9% answered $10,000 + jail time, 
2.2% responded with $20,000 + jail time. Those that did not answer the question 
accounted for 16.5%, while 1.1% responded $15,000 + jail time. Perhaps if 
passengers were more aware of the dire consequences of their actions, less of these 
incidents would occur, hence a deterrence factor. 
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Figure 9. Responses to Question Nineteen 
20. What type of fabric/clothing material is the safest to wear while traveling? 
The final question, is by far one of my most favorite questions in the survey. I am a 
firm believer, knowing that most accidents are survivable that people should dress 
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appropriately for flight. I am always stunned by the fact that airline employees, flight 
attendants and cockpit crew are wearing one of the worst fibers in case of post crash 
fire, polyester! Flight attendants also are required to wear nylon panty-hose as part of 
their dress uniform. I find this to be not only dangerous to themselves, but also a 
poor, poor, example set by an industry that does know better. I am disheartened to 
report that 52.2% of those surveyed responded that they did not know the safest 
material to wear while traveling. I am however a little more relieved that the 
percentages that ranked the highest following this response were all for answers that 
are correct 36.8%, mentioned cotton, while 3.3% answered leather. The remaining 
percentages circled were various combinations of materials or the question was not 
answered. The descriptive statistics for this answer were tabulated in two ways since 
participants could have circled more than one answer. Both sets of response statistics 
can be seen in the appendix. 
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INFERENTIAL STATISTICS 
Inferential statistics are used as interpretation to compare conditions; in this 
case business vs. pleasure travelers correct or acceptable responses as a whole were 
examined. After consultation with statistician Professor Richard Hiatt, Embry Riddle 
Aeronautical University, it was decided that the best test to show whether a 
significant difference was noted between acceptable answers given by business 
travelers vs. pleasure travelers was a Z score test. The test used the Ho: there is no 
significant difference between business travelers' responses as compared to than 
pleasure travelers, and the HA: business travelers are significantly different in their 
responses as compared to pleasure travelers. This was tested for a significance of p < 
.05. With a Z score of 2.76, it was found that the null hypothesis had to be rejected. 
It is important to note that only specific questions were examined for this portion of 
the thesis. The reason behind this was because some questions were deemed 
unreliable because of the way they were written, some were not applicable, and some 
were not deemed to be a major educational issue. A total of 175 passenger surveys 
were examined, of which 125 were pleasure travelers and 50 were business travelers. 
There were seven surveys that were excluded for scientific reasons. 
K. riAr I ii-K i V 
DISCUSSION 
It should first be noted that several airline and cargo companies were 
contacted via e-mail for this thesis. An e-mail was sent to the company safety 
directors requesting their honest, candid thoughts on whether or not their 
organizations would back a public awareness campaign geared toward aviation safety 
and security issues. The following airlines were contacted: Southwest Airlines, 
America West Airlines, Spirit Airlines, ERA Aviation, Penninsula Airways, 
American Airlines, American Eagle, Gemini Air Cargo, Alaska Airlines, US 
Airways, Delta Airlines, and Continental Airlines. Unfortunately, only three of the 
above mentioned airlines corresponded with me regarding this thesis. Although there 
were a few other initial responses asking more about certain parts of the thesis or 
responses telling me to contact other people at the airline, none of the follow-up e-
mails I sent received responses. I would like to thank Dave Robertson of Spirit 
Airlines, Toby Carol at Continental Airlines, and Jeff Grenier at Southwest Airlines 
as they were the most helpful. 
In addition, as previously mentioned earlier in the thesis, Captain Duane 
Woerth of the Airline Pilots Association was contacted several times last year without 
much success concerning his testimony before congress post 9-11 about a possible 
public awareness campaign. Finally, in November of 2002 some pamphlets were sent 
from the office of John O'Brien, Director of Engineering and Air Safety at ALP A. In 
addition TSA was contacted very early on in my research, but a response was never 
received until shortly after the joint campaign, Prepare for Takeoff between TSA and 
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ALP A was announced in November of 2002. I again I e-mailed TSA, but this time 
through the e-mail listed on the Prepare for Takeoff site. A response was received 
from Ron Sokolov (2002) at TSA and Mr. Sokolov informed me that TSA's 
campaign would welcome any thoughts and input and would be very interested in 
reading the thesis. 
As I researched and tried to contact people in the industry regarding this topic 
idea, I quickly became aware that most did not appear to have the time to discuss 
these issues. As mentioned previously, however, I was lucky enough to correspond 
with three safety professionals at three different airlines. Mr. Jeff Grenier (Southwest 
Airlines 2003) explained that any type of campaign that would get people back flying 
again would be very much appreciated and backed by his airline. However, he did 
stipulate, that the information would have to, of course, be pertinent, factual and done 
with the target audience in mind. He cited that any campaign that would cause fear or 
panic would do no one in the industry any good. I was told by both Mr. Dave 
Robertson (Spirit Airlines, 2002) and Mr. Toby Carol (Continental Airlines, 2002) 
that the idea behind my thesis was a good one, that in their opinions the safety 
departments at airlines would be eager to back a campaign such as this, however the 
marketing and legal departments would both most likely veto it for fear of scaring the 
public. It is this type of mentality that I just can not understand. I truly believe that if 
the events of 9-11 did not frighten the flying public away from flying, then a public 
awareness campaign concerning aviation safety and security issues certainly would 
not. I believe that after 9-11 all of us as Americans have been searching for a way to 
contribute and do our part in securing the nation. Through educational campaigns the 
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aviation industry can empower the public to do something. It is vital that not only for 
security reasons, but for general safety reasons that a campaign be conducted to 
inform the flying public of what they should do to protect themselves as well as 
others. 
As mentioned earlier, a contact, George Perlov (2003), at the Ad Council of 
America was consulted throughout thesis development. When I asked Mr. Perlov just 
how it is decided that the Ad Council will pick up a certain campaign, he told me that 
it is largely based on lobbying and the current public agenda. In addition, when it 
came time to discuss the campaign strategy itself, Michelle Saboja (2002-2003) of 
Ferrareflemming Inc., an ad agency outside of Philadelphia was also consulted. Both 
ad consultants agreed that when a campaign is initially brought forth, the sponsors or 
clients come to the ad agencies with a few basic things: what the message is, who the 
target audience is, what the budget is, and what research has conducted on the topic 
area. Ms. Saboja explained that in most cases this is all that is required from the 
client. Mr. Perlov also referred me to the Ad Council's website that has an entire 
section devoted to what must be contained in an application to the agency for a public 
service campaign to be considered. It is then up to the agency to storyboard and 
produce a sample campaign. In most cases, much of the work is outsourced, 
especially if the client has not conducted any research, then the agency will outsource 
this task to a different company. Another thing generally outsourced is focus group 
testing. In our case, the items would be: 
Message: Safety and security is your business too! Website and toll free number with 
safety and security information available. 
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Target Audience: The flying public. 
Budget: $650,000 - $700,00 estimated cost as per Mr. Perlov. 
Research: Survey responses, TSA research (items confiscated). 
RECOMENDATIONS CONCERNING AVIATION SAFETY AND SECURITY 
PUBLIC EDUCATION CAMPAIGN 
• Begin by producing a timeline and outline of the campaign. This should help to 
foresee problems that may lie ahead. 
• Develop a tag line that will be used in every media outlet that is used. "Aviation 
Safety and Security, it's your business too!" 
• Start off with a series of safety and security commercials on the CNN airport 
channel at the five largest airports in the country. The Bureau of Transportation 
Statistics currently lists those airports as Atlanta (Hartsfield), GA, Chicago 
(O'Hare), IL, Dallas/Ft.Worth, TX, Los Angeles, CA, and Phoenix (Sky Harbor), 
AZ. 
• Slots should be 30 seconds long. Starting the ads out at the airport will assure the 
correct target audience is reached and once research is collected on their success 
rates, future ads can be brought to network television. 
• Commercials should start with a brief talk about the events of 9-11. I suggest 
doing this because general aviation safety issues will most likely not have as large 
an impact this early in the campaign. No graphic pictures of the 9-11 events 
should be shown, but perhaps sentimental music in the background while 
American images connected someway to aviation are shown. 
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• Commercials should talk about how the entire flying public has a responsibility to 
do their part in aviation safety and security. 
• An ideal candidate for the initial spokesperson could be someone like Lisa 
Beamer. She is recognizable and has strong ties to the events of 9-11. She flew 
the same route her husband, Todd was flying the day he was killed in the attacks 
to show her support of the aviation industry. No harsh language should be used, 
but somewhat firm language is okay. Females have a smaller bandwidth, and less 
opportunity to use high intensity language successfully so if a female is chosen, 
the wording she uses should be selected wisely. 
• A company well known, and with a high success rate in the industry (Ad Council 
or similar) should be chosen to storyboard and produce the PSA. Quality research 
should be conducted from the very beginning of the ad campaign, doing this is the 
only way to identify faults and successes. 
• Support from TSA, FAA, Flight Attendants Unions, ALPA and the Airlines is 
strongly suggested. As mentioned earlier in the thesis, jointly conducting an 
effort such as this may be very helpful in the long run. 
• A toll free 800 number staffed 24 hours a day as well as a website containing the 
pertinent information should be readily displayed. This lets people know how 
they can take part. 
• Time the release accordingly—a post 9-11 environment works, as well as a pre-
war time environment, both of which are current. 
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• Be sure to have the telephone line staffed by those speaking different languages as 
well as having the website available in different languages. America is culturally 
diverse and we don't want to eliminate the pool of people reached. 
• Relating to LET, if the first series of messages use a white female in the ad, 
perhaps the second series should use a minority male also affected in some way 
by 9-11 (higher bandwidth and higher intensity language). 
CONTENT 
• The first message should introduce the spokesperson. 
• Use of tag line, i.e., "Aviation Safety and Security, it's your business too!" 
• The message should inform the public of their responsibility and make them feel 
as if they too have a responsibility as Americans to cooperate. 
• It would be nice to talk about specific dos and don'ts, but it is just not possible 
due to time constraints, instead, focus on attention grabbing and giving contact 
info (numbers and websites) so that people know where to find out the vital safety 
and security information. 
• Information should be available both on the website and in brochures or 
paperwork that can be mailed out if viewers call the toll free number. The 
information contained in this media should be taken from what is currently 
contained on both the TSA and the FAA's websites in the passenger travel tips. 
Other information regarding safety tips should include, but not necessarily be 
limited to: correct seat belt usage, egress information and tips, the role of flight 
attendants; highlighting their safety purpose, the FAA safety tip-line number, an 
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area where visitors to the site can type in questions and receive responses, type of 
clothing to wear aboard aircraft and reasons why, size limitations for carry-on 
luggage, recommendations for arrival times, etc. Other information regarding 
security tips should include, items allowed and not allowed aboard aircraft and the 
reasons why, an area where visitors to the site can type in questions and receive 
responses, and the purpose behind the TSA. 
• Much of the information above can be found somewhere on the FAA or TSA's 
websites. However, people do not know to go there, and the information is not 
centrally located. The hope is that having one central website to inform the public 
about aviation safety and security issues will be more user friendly than searching 
the other websites. As the campaign continues and users are able to ask 
questions, more information may be added to better accommodate those looking 
for answers. It is very important to note that this process is a continuous one and 
will constantly evolve. 
MEASUREMENT 
• Focus groups should be used prior to the release of the campaign in order to test 
its quality and content 
• The best way to measure this type of campaign would be to quantify the amount 
of phone calls to the tool free number and the hits to the website. 
• Also, looking at the numbers of items confiscated at security checkpoints at the 
airports running the commercials could be used. 
• In addition, surveying passengers at the airports where the ads have been shown 
prior to its start, and during the running of the campaign. 
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CONSTRAINTS 
• Money, money, money. While conducting my research, George Perlov of the Ad 
Council of America offered me some basic, ball-park figures. A typical campaign 
usually runs in the area of $600,000 per year on the low end. This usually 
includes production costs, research (message testing), and distribution costs 
(national radio, TV, newspapers, brochures, etc). The Ad Council typically 
requires a 3-year commitment from the companies that they work with. An 
additional $50-100,000 should be added per year if, as I am suggesting, a website 
must be produced and maintained as well as a toll free number to monitor phone 
calls. 
• Cooperation from the earlier mentioned organizations may not be forthcoming as 
a fear of scaring passengers away from flying has always been a factor in aviation 
safety and security. 
FUTURE CAMPAIGNS 
• Although only time will tell if the campaign is successful, it is always 
important to plan ahead for the future by continuously conducting research, 
and surveying passengers. 
• It is hoped that once the campaign is well known at airports, it can perhaps be 
followed up by national television spots, as well as other media. Internet 
banners, magazine inserts, newspaper ads, brochures, and radio spots all can 
reach different pools of people and should be used as appropriate. In addition, 
a campaign in educational institutions such as grammar schools, like the 
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DARE campaign and Officer Friendly could be used to teach children at 
young ages the importance of aviation safety, for they are the future travelers 
of our skies. The FAA currently sponsers a program called AirBear that is 
found on their website, but not widely advertised. An extension of this 
program could very well be a future step 
CHAPTER V 
CONCLUSION 
It is clear from the results attained in this thesis that the flying public is absolutely 
uneducated in certain areas of aviation safety and security. This thesis has 
highlighted the need for a public education campaign, shown what should be 
contained in the campaign itself, and discussed barriers and obstacles that might 
arise in the development of such a campaign. At the close of the writing of this 
thesis an article in the Associated Press gave the best testimony to what has been 
stated within this thesis: 
Airlines Still Finding Unsafe Carry-Ons 
WASHINGTON (AP) - Despite reminders that potential weapons aren't allowed in 
airliner cabins, people are still trying to bring tens of thousands of 
knives, dozens of guns and thousands of box cutters on board planes every 
month. 
Airport screeners have seized more than 4.8 million items - including guns, 
knives, a kitchen sink pipe and a circular saw - in the 13 months the 
federal government has been in charge of security. 
Transportation Security Administration spokesman Brian Turmail said more 
education is needed to alert the traveling public to the items barred from 
aircraft cabins. 
Since February 2002, TSA screeners confiscated 1.4 million knives, 2.4 
million sharp objects, 1,101 guns, 15,666 clubs, more than 125,000 
incendiary items and nearly 40,000 box cutters. 
The TSA on Monday released those figures, its most thorough accounting of 
seizures at the nation's 429 commercial airports. 
Turmail said the agency is working with airports to put passenger 
information on airport radio stations, but some people seem never to learn 
The case has been made and presented for an educational campaign regarding 
aviation safety and security issues, and it is hoped that someday in the very near 
future, this campaign will become a reality rather than just a thesis topic. 
59 
60 
List of References 
Adams, J. PSA Bibliography- Why Public Advertising Doesn't Work. 
Retrieved on January 17, 2003 from http://www.psaresearch.com/bib4207.html. 
Advertising Education Foundation, Forest Fire Prevention - "Only You Can 
Prevent Forest Fires" (1994-Present). Retrieved on January 18, 2003 from 
http://www.aefcom/channel.asp?ChannelID=s&DocID=2238&location=Ad%20Cou 
ncil%. 
Atkin, C. and Schiller, L. The Impact of Public Service Advertising. Shouting 
to be Heard. Retrieved on January 18, 2003 from http://www.kff.org/content/ 
2002/20020221a/BG-Atkins.pdf. 
Burgoon, M., Borland, R., and Buller, D.B. (1998). Impact of behavioral 
intention on effectiveness of message features: evidence from the family sun safety 
project Human Communication Research, (24)3,433-453. 
Burgoon, M., Chase, LJ. (1973). The effects of differntial linguistic patterns 
in messages attempting to induce resistance to persuasion. Speech Monographs, (40), 
1-7. 
Burgoon, M., Denning, V., Roberts, L. (2001). Language expectancy theory. 
In J. P. Dillard and M. Pfau (Eds.) Persuasion: Developments in Theory and Practice. 
Burgoon, M., Hunsaker, F., & Dawson, E. (1994). Approaches to gaining 
compliance. Human Communication, (207-217). 
Burgoon, M., Siegal, J.T. Language expectancy theory: insight to application. 
Retrieved on July 10, 2002 from: commfaculty.fullerton.edu/rgass/492T%20S2002/ 
Burgoon%20&%20Siegel.doc. 
Coates, J. Women, men, and language. New York: Longman, 1986. 
Columbian, In Brief. (Dec 18, 1996), pg. 1 
Crocker, J., Fiske, S., Taylor, S.E. (1984). Schematic bases of belief change. 
The New England Journal of Medicine, (313), 1422-1424. 
D. Robertson, Personal Correspondence, December 2002. 
DMS - Direct Media Services. (2002). Public Service Announcements. 
Retrieved on September 24, 2002 from 
http ://www. directmediaservices. com/PS A. htm. 
61 
Domestic Violence Awareness:Tips, Tactics & Resources (2001). Chapter 4, 
Planning a Public Awareness Campaign. Retrieved on September 23, 2002 from 
http://www.vawnet.org/viil/library/general/DVA_Tips/DVA_Tips_ch4 
Deaux, K., Lewis, L.L. (1984). The structure of gender stereotypes: 
interrelationships among components and gender label. Journal of Personality and 
Social Psychology, (46), 991-1104. 
Finnegan, B. (2001). Public Service Announcements: A valuable alternative 
for PR. The Scoop Archives: Media Relations, Tips, Insights and Opportunities, 
Vol 6, Issue 9. Retrieved on January 18, 2003 from http://www.pressaccess.com/ 
thescoop/0109_psa.htm. 
Flight Safety Foundation. (1988). International Aircraft Occupant Safety 
Conference and Workshop Proceedings AD-A214-452. Arlington, VA: US 
Department of Transportation. 
G. Perlov, personal correspondence, March-April 2003. 
Greco, J. PSAs Effective in Getting out the Message. Non-Profit Times. 
Retrieved on January 17, 2003 from http://www.psaresearch.com/bib4205.html. 
Hannah, A., Murachver, T. (1999). Gender and conversational style as 
predictors of conversational behavior. Journal of Language and Social Psychology, 
(18)2, 163-174. 
Hoveland, C.I., Janis, IX., and Kelly, H.H. Communication and persuasion. 
Westport: Greenwood Press Publishers, 1912. 
J. Grenier (2003). Personal Correspondence, April 2003. 
*Jorgens, J. PSA Bibliography - What Makes a Successful PSA Campaign? 
Retrieved on January 17, 2003 from http://www.psaresearch.com/bib4111.html. 
*Kowal, J.P. PSA Bibliography -10 Commandments of PSAs. Retrieved on 
January 17, 2003 from http://www.psaresearch.con^ib4107.html. 
Saboja, M. (2002-2003). Personal Correspondence, November 2002-March 
2003. 
National Citizens' Crime Prevention Campaign Public Service Advertising, 
(January 1995). Retrieved on January 17, 2003 from 
http://www.nal.usda.gov/pavnet/cp/cpncpc.htm. 
62 
National Highway Traffic Safety Administration Impaired Driving Program. 
(2001), Prevention and Public Education. Retrieved on September 24, 2002 from 
http://www.nhtsa.dot.gov/people/injury/alcohol/impairedjuly/prevention.html. 
National Transportation Safety Board. (1985). Safety Study: Airline Passenger 
Safety Education: A Review of Methods Used to Present Safety Information 
NTSB/SS-85/09. Washington D C : United States Government. 
*PR Week Newspaper. How to Make your PSA Stand Out in the Crowd. 
Retrieved on January 18, 2003 from http://www.psaresearch.com/bib4212.html. 
PR Newswire (2001). ALP A President Testifies on Aviation Security, New 
York; September 20, 2001. Retrieved on October 24, 2002 from http... ?pqweb?Did 
=000000081538990&Fmt=3&Deli=Mtd&Idx=2&Sid=7&RQT=30 
PR Newswire (2003). Washington, November 13, 2003. 
R. Sokolov, Personal Correspondence, November 2002. 
T. Carol, Personal Correspondence, December 2002. 
The Ad Council: Impact of Public Service Advertising Campaigns - Colon 
Cancer. Retrieved on September 24, 2002 from http://www.adcouncil. 
org/research/impact_of_psas/. 
The Ad Council: Campaigns That Have Made a Difference - Domestic 
Violence (1994 - Present). Retrieved on September 24, 2002 from 
http ://www. adcouncil.org/campaigns/historic_campaigns/. 
The Ad Council: Campaigns That Have Made a Difference - Drunk Driving 
Prevention (1983 - Present). Retrieved on September 24, 2002 from 
http://www.adcouncil.org/campaigns/historic_campaigns/. 
The Ad Council. Campaigns That Have Made a Difference - Seat Belt 
Education (1985 - Present). Retrieved on September 24, 2002 from 
http ://www. adcouncil. org/campaigns/historiccampaigns/. 
The Ad Council. Impact of Public Service Advertising Campaigns, 
(September 2002). Retrieved on September 24, 2002 from http://www.adcouncil. 
org/research/impact_of_psas/. 
Teinowitz, I. (2003). Government Unveils Terrorism Readiness Ads, PSA 
Campaign Urges Americans to Acquire Emergency Supplies. AdAge.com, Retrieved 
on February 20, 2003 from http://www.adage.com/news.cms?newsld=37180. 
63 
Wooden, R.A., (2002). Education Should be Sole Purpose of PSAs. 
Broadcasting Cafe. Retrieved on September 24, 2002 from 
http://www.psaresearch.com/cafl002.html. 
Wooden, R. A. PSA Bibliography - PSAs Can Make a Difference, But It Takes 
Time. Retrieved on January 18,2003 from http://www,psaresearch.com/ 
bib4201.html. 
64 
Appendix A 
THANK YOU for taking time to complete this questionnaire. Please be 100% honest 
with your answers and do not guess. You may ask for an answer sheet once you have 
completed the survey. 
1. Zip code 
2. Are you traveling on business or pleasure today? 
business pleasure 
3. What do you actually do during the passenger briefing prior to takeoff? 
4. Do you normally observe where the two closest exits are located on the aircraft 
before you take off? 
yes no 
5. Do you familiarize yourself with how to open the two closest exits to you each 
time you board an aircraft? 
yes no 
6. Are you aware of the reasons behind safety regulations that deal with: 
cell phone usage? Yes No 
the request for tray table & seats in their upright and locked positions? Yes 
No 
window shades open during certain portions of the flight ? Yes No 
7. What is the best method of wearing your seatbelt, where should it be? 
8. Which of the following is the preferred method to communicate an aviation 
safety concern or violation when you are not at the airport/in the airplane? 
internet address telephone hotline in-person by mail don't 
know 
9. Which of the following is the preferred method to communicate an aviation 
security concern or violation when you are not at the airport/in the airplane? 
internet address telephone hotline in-person by mail don't 
know 
10. Which of the following item(s) is/are presently prohibited on aircraft? 
metal finger clippers with nail-file pocketknife don't know 
corkscrew manicure scissors mace 
65 
11. Which of the following website(s ) could you go to find out if there are travel 
advisories out for a destination you are planning to visit? 
FAA FBI TSA 
Defense Department State Department Don't know 
12. How early did you arrive prior to your flight today? 
13. How early does the FAA recommend that passengers show up at the airport 
for domestic travel? 
0-1 hours 1-2 hours 2-3 hours other 
14. How many carry on bags will you attempt to carry on board today? 
15. Which of the following is the correct size limitation for carry on bags (the 
total of the height, width, and depth of the bag)? 
36 linear inches 45 linear inches don't know 
42 linear inches 52 linear inches 
16. What is the law governing body for aviation safety issues? 
TSA DOT FBI FAA don't know 
17. What is the law governing body for aviation security issues? 
TSA DOT FBI FAA don't know 
18. In non-fatal accidents, what is the leading cause of injuries to passengers? 
food & beverage carts turbulence loose baggage 
medical issues alcohol don't know 
19. Interfering with aircraft crew (flight attendants/pilots) can cause fines of 
how much per offense? 
up to 10,000 + jail time up to 15,000 + jail time up to 20,000 + jail time 
up to 25,000 + jail time don't know 
20. What type of fabric/clothing material is the safest to wear while traveling? 
polyester silk leather 
nylon lycra (includes spandex) don't know 
cotton (includes denim) wool 
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Q2 
0.29120879120879 
0.67032967032967 
0.01098901098901 
0.02747252747252 
business 
pleasure 
both 
do not know 
Q3 
0.53846153846153 
0.22527472527472 
0.17582417582417 
0.02747252747252 
0.02197802197802 
0.01648351648351 
answered something other than listen (crossword, daydream, read, look out window, 
check out or observe others 
sounded as if they actually paid attention 
watched, listened, or pay attention while doing something else (read, laugh, get settled, 
make fun of flight attendant 
didn't answer 
noted that they checked exits or learned safety features 
misunderstood the question 
Q4 
0.79670329670329 
0.20329670329670 
yes 
no 
Q5 
0.38461538461538 
0.60989010989010 
0.00549450549450 
yes 
no 
do not know 
Q6a 
0.74175824175824 
0.25824175824175 
yes 
no 
Q6b 
0.84065934065934 
0.15934065934065 
yes 
no 
Q6c 
0.38461538461538 
0.60989010989010 
0.00549450549450 
yes 
no 
do not know 
Q7 
0.77472527472527 
0.16483516483516 
0.06043956043956 
Q8 (more than one 
0.32967032967032 
0.27472527472527 
0.23076923076923 
0.12637362637362 
0.05494505494505 
lap, waist, belly button, (unacceptable) 
hips (determined acceptable) 
did not know, did not answer 
answer) 
telephone 
do not know 
in-person 
internet address 
did not answer 
Q8 
0.31868131868131 telephone 
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0.27472527472527 
0.21428571428571 
0.10989010989010 
0.03296703296703 
0.01648351648351 
0.01098901098901 
0.00549450549450 
0.00549450549450 
0.00549450549450 
0.00549450549450 
Q9 (more than one 
0.40109890109890 
0.29670329670329 
0.18131868131868 
0.08241758241758 
0.04945054945054 
0.00549450549450 
did not know 
in-person 
internet address 
mail 
did not know 
internet, mail 
telephone, in-person, mail 
mail, did not know 
internet, in-person 
telephone t.v. (write-in) 
answer) 
telephone 
do not know 
in-person 
internet address 
mail 
did not answer 
Q9 
0.38461538461538 
0.29670329670329 
0.17032967032967 
0.07692307692307 
0.04395604395604 
0.00549450549450 
0.00549450549450 
0.00549450549450 
0.00549450549450 
0.00549450549450 
Q10 (more than one 
0.68131868131868 
0.27472527472527 
0.21978021978021 
0.19230769230769 
0.17032967032967 
0.10989010989010 
0.02747252747252 
0.05494505494505 
telephone 
did not know 
in-person 
internet 
mail 
telephone, in-person, mail 
telephone, in-person 
internet, in-person 
did not answer 
t.v. (write-in) 
sanswer) 
all 
knife 
scissors 
mace 
corkscrew 
fingerclippers/nailfile 
do not know 
did not answer 
Q10 
0.68131868131868 
0.06043956043956 
0.05494505494505 
0.04945054945054 
0.03296703296703 
0.02747252747252 
all 
corkscrew, mace, knife scissors 
corkscrew, knife, scissors, fingerclippers/nailfile 
mace, knife, scissors 
mace, knife, scissors, fingerclippers/nailfile 
do not know 
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0.02197802197802 corkscrew, mace, knife 
0.01648351648351 corkscrew, knife, scissors 
0.01098901098901 knife, fingerclippers/nailfile 
0.01098901098901 corkscrew, mace, knife, fingerclippers/nailfile 
0.00549450549450 corkscrew, mace 
0.00549450549450 mace, knife 
0.00549450549450 knife, scissors 
0.00549450549450 mace 
0.00549450549450 knife 
0.00549450549450 did not answer 
Q11 (more than one answer) 
0.42857142857142 do not know 
0.30219780219780 FAA 
0.18681318681318 State Dept. 
0.07142857142857 TSA 
0.04945054945054 FBI 
0.04395604395604 DoD 
0.01098901098901 all 
0.00549450549450 none 
Q11 
0.42857142857142 do not know 
0.24175824175824 FAA 
0.13186813186813 State Dept. 
0.05494505494505 TSA 
0.03296703296703 did not answer 
0.02747252747252 FAA and State Dept. 
0.02197802197802 FBI 
0.01098901098901 DoD 
0.01098901098901 all 
000549450549450 FAA, DoD, State Dept., FBI 
0.00549450549450 FAA, FBI 
0.00549450549450 FAA, TSA 
0.00549450549450 FAA, DoD 
000549450549450 State Dept., DoD, FBI 
0.00549450549450 none 
Q12 
0.27472527472527 2 hrs. 
0.25274725274725 1 hr 30 min. 
0.22527472527472 1 hr. 
0.04395604395604 1 hr15 min. 
0.03296703296703 did not answer 
0.02747252747252 1hr45min. 
0.02747252747252 45 min. 
0.02197802197802 3 hrs. 
o^ 
0.02197802197802 
0.01648351648351 
0.01648351648351 
0.01098901098901 
0.00549450549450 
0.00549450549450 
0.00549450549450 
0.00549450549450 
30 min. 
2 hrs. 15 min. 
1 hr. 20 min. 
2 hrs. 30 min. 
1 hr. 10 min. 
10 min. 
4 hrs. 
50 min. 
Q13 
0.67032967032967 
0.23076923076923 
0.07142857142857 
0.01648351648351 
0.01098901098901 
1 to 2 hrs. 
2 to 3 hrs. 
0 to 1 hrs. 
did not answer 
wrote in 2 hrs. 
Q14 
0.62637362637362 
0.15934065934065 
0.15384615384615 
0.04945054945054 
0.01098901098901 
1 bag 
2 bags 
Obags 
did not answer 
3 bags 
Q1S 
0.59340659340659 
0.21978021978021 
0.10439560439560 
0.03846153846153 
0.03296703296703 
0.01098901098901 
Q16 (more than one 
0.84615384615384 
0.08791208791208 
0.03846153846153 
0.02747252747252 
0.02197802197802 
0.01098901098901 
did not know 
36 in. 
42 in. 
45 in. 
did not answer 
52 in. 
answer) 
FAA 
did not know 
TSA 
DoT 
did not answer 
FBI 
Q16 
0.81868131868131 
0.07692307692307 
0.03296703296703 
0.02197802197802 
0.02197802197802 
0.01098901098901 
0.00549450549450 
0.00549450549450 
0.00549450549450 
FAA 
did not know 
TSA 
DoT 
did not answer 
FAA, did not know 
DoT, FAA 
FBI, FAA 
FAA, TSA.FBI 
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Q17 (more than one answer) 
0.43406593406593 FAA 
0.22527472527472 TSA 
0.21978021978021 did not know 
0.07692307692307 FBI 
0.03846153846153 DoT 
0.03846153846153 did not answer 
0.00549450549450 Homeland Security (write in) 
Q17 
0.40659340659340 FAA 
0.21428571428571 TSA 
0.20879120879120 did not know 
0.06593406593406 FBI 
0.03846153846153 did not answer 
0.03296703296703 DoT 
0.01098901098901 FAA, TSA 
0.00549450549450 did not know, Homeland Security (write in) 
0.00549450549450 DoT, FAA 
0.00549450549450 FAA, FBI 
0.00549450549450 FBI,FAA, did not know 
Q18 (more than one answer) 
0.35164835164835 did not know 
0.30219780219780 turbulence 
0.22527472527472 loose baggage 
0.06043956043956 medical issues 
0.03296703296703 alcohol 
0.02747252747252 did not answer 
0.00549450549450 food and beverage cart 
Q18 
0.35164835164835 did not know 
0.29670329670329 turbulence 
0.22527472527472 loose baggage 
0.06043956043956 medical issues 
0.02747252747252 alcohol 
0.00549450549450 food and beverage cart 
0.00549450549450 did not answer 
Q19 
0.74725274725274 did not know 
0.10439560439560 $25,000 
0.09890109890109 $10,000 
0.02197802197802 $20,000 
0.01648351648351 did not answer 
0.01098901098901 $15,000 
Q20 
0.54945054945054 
0.41208791208791 
0.01648351648351 
0.01648351648351 
0.01648351648351 
0.01098901098901 
0.00549450549450 
0.00549450549450 
0.00549450549450 
did not know 
cotton 
leather 
did not answer 
wool 
polyester 
lycra/spandax 
nylon 
silk 
Q20 
0.52197802197802 
0.36813186813186 
[0.03296703296703 
[0.02747252747252 
0.01648351648351 
0.01098901098901 
0.00549450549450 
0.00549450549450 
0.00549450549450 
0.00549450549450 
did not know 
cotton 
leather 
cotton, did not know 
did not answer 
cotton, wool 
cotton, wool, leather 
lycra/spandax 
polyester 
polyester, nylon, silk 
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Type of Travel 
Pleasure (DAB) 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Q3 
0 
0 
1 
0 
0 
0 
0 
0 
0 
1 
1 
0 
1 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
1 
0 
0 
Q4 
0 
0 
0 
0 
Q5 
0 
1 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
1 
0 
Q8 
1 
0 
1 
0 
1 
1 
1 
0 
1 
0 
0 
0 
1 
0 
1 
1 
1 
0 
1 
0 
0 
0 
1 
1 
0 
0 
Q9 
1 
0 
1 
1 
1 
1 
1 
0 
1 
0 
0 
0 
1 
0 
1 
1 
0 
0 
1 
0 
0 
0 
1 
1 
0 
1 
Q10 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Q11 
0 
0 
1 
1 
0 
0 
1 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Q15 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Q16 
0 
0 
0 
0 
0 
0 
0 
0 
Q17 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
1 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Q18 
1 
0 
1 
1 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
Q19 
0 
0 
0 
1 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
Q20 
1 
0 
0 
1 
0 
0 
1 
1 
1 
0 
0 
0 
1 
0 
0 
1 
0 
0 
1 
0 
1 
0 
0 
1 
0 
0 
# acceptable 
5 
2 
7 
9 
5 
4 
6 
3 
7 
2 
3 
3 
7 
2 
3 
4 
4 
1 
6 
2 
3 
1 
5 
6 
2 
1 
^4 
to 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure (EWR/ACY) 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
0 
1 
0 
1 
1 
0 
0 
0 
1 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
1 
1 
1 
0 
0 
0 
0 
1 
0 
0 
1 
1 
0 
0 
1 
0 
1 
0 
1 
1 
1 
0 
0 
1 
1 
1 
1 
1 
0 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
1 
1 
1 
0 
0 
0 
1 
1 
0 
0 
0 
1 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
1 
0 
1 
0 
1 
1 
0 
0 
0 
0 
0 
1 
1 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
1 
1 
1 
1 
0 
0 
1 
0 
0 
1 
1 
1 
0 
1 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
1 
0 
0 
0 
0 
0 
0 
1 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
1 
1 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
1 
1 
1 
0 
1 
0 
0 
1 
1 
1 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
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0 
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1 
0 
0 
0 
1 
1 
0 
0 
0 
0 
0 
1 
1 
1 
1 
0 
0 
0 
0 
0 
1 
3 
1 
3 
6 ! 
0 
5 
2 
7 
4 
6 | 
5 
3 
5 
6 
3 
2 
6 
5 
6 
5 
5 
3 
4 
3 
2 
3 
4 
|4 
^1 
Pleasure (PHX) 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure 
Pleasure (ELP) 
Pleasure 
Pleasure 
Pleasure 
1 
0 
0 
0 
1 
0 
1 
0 
0 
0 
0 
0 
0 
0 
1 
0 
1 
0 
0 
0 
0 
1 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
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0 
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1 
1 
0 
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0 
0 
0 
1 
1 
0 
0 
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1 
0 
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0 
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1 
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0 
0 
0 
1 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
1 
1 
0 
0 
1 
0 
1 
1 
1~ 
0 
0 
1 
0 
0 
0 
0 
0 
1 
1 
0 
0 
0 
0 
0 
1 
0 
0 
0 
1 
1 
1 
0 
0 
1 
0 
1 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 
0 
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